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摘  要 
近年来，我国电子商务的飞速发展对国家经济发展产生了重要作用，国家对电子商
务的支持力度也在不断提升。2015 年 7 月，国务院印发关于积极推进“互联网+”行动
的指导意见，其中“互联网+”电子商务是该意见中明确的 11 项重点行动之一。良好的
政策环境进一步给电子商务面带来了新的发展机遇。在中国互联网用户规模持续增长、
中国互联网经济规模持续增长、运动品牌的多渠道时代的背景下，本文以运动产品为研
究对象，通过对国内运动品牌行业的整体分析，以其在互联网高速发展背景下的 B2C
模式为背景，并结合特步这家知名运动产品企业目前 B2C 的具体实践，探讨运动品牌
如何将传统渠道营销与 B2C 网络营销有效结合的方式，进而讨论 B2C 营销的创新方法。
这对于运动行业的未来发展，乃至于“互联网+”电子商务的整体发展都具有一定的参
考价值。 
本文通过对国内运动产品行业的商业模式的总结和分析，结合特步公司的具体案
例，研究得出三点主要结论：一，运动行业正处在多渠道时代，机遇与风险并存。在目
前的国内竞争市场中,运动行业总体的销售额呈现逐年上升的趋势，但竞争日趋激烈，
利润率呈下降趋势。在此背景下，运动品牌的多渠道相结合的模式具有重要的意义。二，
运动品牌应整合上线下出击，利用网络渠道的媒体属性服务各个渠道，针对线上线渠道
特性销售差别化的产品，并结合二次营销开发老客户，布局全渠道营销的理念。此外，
还应该从战略层面和组织实施层面予以配合。三，借鉴特步克服渠道冲突的方法，例如
对各经销商提供相同的采购折扣但不同的年度返点，针对线上线下分别推出电商款和线
下款，在不同时节不同的渠道推出不同的营销活动等。 
 
关键词：运动品牌行业；电子商务 B2C；营销模式；特步 
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Abstract 
Recently, the rapid development of electronic commerce plays an important role in the 
national economic with the government’s support. In July 2015, the National State Council 
issued the "Internet +" guidance action as one of the 11 priority actions. All those brought new 
opportunities for e-commerce. At the same, Chinese Internet users and scale continue to grow. 
Online channel and offline channel are coexistent in sports industry .Under the background, 
this paper took sports products as the research object, analyzed overall domestic sports 
industry's under the high-speed development of B2C model, used Xtep as an example, 
discussed how to combine online channel and offline channel together, and draws three main 
conclusions: Firstly, there are many channels in the sports industry, so opportunities and risks 
are coexistent. The overall sale of sports industry keeps growing. However, as the competition 
is more and more fierce, profit margin of sport industry declined. Secondly, Sports Company 
should integrate online and offline channel, by using the media feature of online channel, 
different products in different channel, second time marketing, and multi-channel. In order to 
coordinate with the above plan, the company should develop from the strategic and 
organizational level. Thirdly, learn from Xteps to overcome channel conflict. The company 
should provide the same discounts but different annual rebate for online and offline dealers, 
introduce products in different style for online channel, and play different marketing activities 
in different season and channels available. 
 
Keywords: sports industry; B2C e-commerce;  marketing model; Xtep 
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